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ABSTRACT 
St. Eugene Golf Resort and Casino (St. Eugene) is a forward-looking hotel that faces important 
environmental decisions every day in its operations. While the company has previously 
participated in eco-certification programs, TripAdvisor’s GreenLeaders program offers an 
advanced platform that St. Eugene could use to communicate its environmental practices to its 
guests. Furthermore, St. Eugene’s visibility and reputation among travellers searching for hotels 
would be improved as the demand for environmentally-focused hotels rises. Beyond taking 
advantage of the market, St. Eugene has deeply rooted cultural business values that further 
motivate its commitment to environmental practices. TripAdvisor is already a reliable and 
trusted source of guest feedback for St. Eugene, making the GreenLeaders program the top 
choice for St. Eugene in eco-certification programs. With the release of TripAdvisor’s 
GreenLeaders program into Canada, St. Eugene can determine which initiatives would make the 
most operational sense in moving forward with a plan for environmental sustainability under 
TripAdvisor’s relevant criteria. 
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RESEARCH QUESTION 
What would St. Eugene Golf Resort and Casino need to do in order to complete the 
requirements for eligibility into TripAdvisor’s GreenLeaders program that was first launched in 
April 2013 in the United States leading to a launch into Canada in March 2014? 
Environmental initiatives are becoming increasingly visible within the hotel industry. 
They are essential as one of the three pillars toward business sustainability alongside economic 
and social considerations. Because of their increasing role, environmental initiatives can no 
longer be ignored as part of the hotel’s plan for growth and must complement its profits goals. 
The three pillars are closely intertwined so that action in one will usually affect another which 
means a hotel can realize economic benefits through its environmental actions just as 
environmental actions provide social benefits to the hotel’s stakeholders.  
The two biggest challenges for hotels to make the move to be more environmentally 
sustainable are cost and effort. Fortunately, the development of eco-certification programs for 
hotels has offered clearer guidelines of standards to deliver along with a rating system that 
allows each hotel to weigh the level it is able to achieve economically. Regardless of rating 
achieved, an eco-certification program will assist the hotel in:  
 Assessing itself for overall sustainability 
 Understanding what is required for an environmental standard 
 Deciding on future environmental initiatives 
Because of these benefits to planning, the researcher will undergo this research project to 
collect data that will assist St. Eugene to assess its TripAdvisor’s GreenLeaders level and prepare 
the hotel with recommendations to move to the next level of the program.  
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PROJECT BACKGROUND 
TripAdvisor’s GreenLeaders program was launched into the United States in April 2013. 
The press release of GreenLeader’s launch also confirmed the company’s intention to expand the 
program internationally within the year (PR Newswire, 2013). This initiated interest from an 
employee that was researching sustainability. After a review of the history of hotel eco-
certifications, research for this project began in February 2014 and TripAdvisor announced its 
program launch into Canada that March (PRNewswire, 2014). The benefit to know what would 
be required for eligibility into the program became that much more relevant as literature had 
suggested TripAdvisor to be the next driving force of environmentally-minded travel. By 
preparing for the GreenLeaders program eco-certification, St. Eugene would be better positioned 
for this anticipated shift to green travelling.   
SUSTAINABILITY AT ST. EUGENE 
St. Eugene has a rich history. The property’s main hotel building was converted from a 
19th-century Indian residential school with the intent of turning a pained past into something 
beneficial. Several aboriginal groups own the property and have a common goal for its 
preservation and enhancement. In fact, the hotel proudly displays its mission statement in its 
front lobby which states, “St. Eugene, with its unique history, will commit to creating an 
exceptional First Nations destination resort experience. St. Eugene will contribute to the 
economic growth in the surrounding community, while preserving and respecting Mother Earth. 
(St. Eugene Golf Resort and Casino, 2010)” Within this statement, St. Eugene has embodied the 
framework for sustainability. 
The key values established by St. Eugene’s owners can be incorporated into its daily 
operations by setting goals in accordance with the three pillars of sustainability. The definition of 
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sustainability involves “meeting the needs of the current generation without compromising the 
ability of future generations to meet their needs (WCED, 1987).” According to Rogers and 
Hudson (2011), sustainable practices for businesses need to incorporate each of economic, 
social, and environmental components. Once each of these components of the triple bottom line 
is part of their internal practices, businesses can more effectively manage the outcome of their 
future (Rogers & Hudson, 2011). The framework for sustainability at St. Eugene has the 
following outline based on its own mission statement: 
 Social 
o A First Nation destination experience for future generations to enjoy 
 Environmental 
o Preserving and protecting mother earth 
 Economic 
o Contributing to the surrounding community’s economic growth 
The environmental pillar of sustainability at St. Eugene is emphasized for the purposes of 
this research project. Interestingly, the company BL3 Strategies, a consulting company for 
businesses wanting to implement a corporate sustainability plan, points out that financial 
performance can be enhanced by responding to stakeholder expectations for environmental and 
social performance (BL3 Strategies, 2008). Within the framework, each pillar has the 
opportunity to positively affect another. St. Eugene has the opportunity to improve its economic 
pillar for financial success by focusing on the improvement of its environmental pillar.  
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RATIONALE 
St. Eugene places a great deal of emphasis on creating positive customer experiences to 
keep guests returning as well as to encourage word-of-mouth marketing that will attract new 
clientele to the property. For example, the computer system St. Eugene used to track its arrivals 
and departures will send out a follow-up e-mail to that day’s departed guests to let them know 
their stay was valued. The e-mail provides a link to the property’s TripAdvisor webpage so that 
the guest can share feedback about his or her experience. This approach has effectively ranked 
St. Eugene number two out of seventeen hotels in Cranbrook, British Columbia (TripAdvisor, 
2013). With the property’s solicitation of feedback using TripAdvisor, it makes sense for it to 
implement the GreenLeaders program’s badge and encourage engagement with a growing green 
travelling community.  
LITERATURE REVIEW 
SUSTAINABILITY ECO-CRITERIA 
During discussions at the World Ecotourism Summit in 2002, the term sustainability was 
used to emphasize the importance of each of environmental, economic, and social outcomes 
associated with tourism (World Tourism Organization, 2002). For the environmental aspect of 
sustainable tourism, there were several key criteria identified to be important to conservation. 
The recommendations discussed at the Summit set the motion for standards sought in 
environmental sustainability for tourism enterprise. In 2008, the United Nations Environment 
Programme (UNEP), the World Tourism Organization (UNWTO), and the Rainforest Alliance 
announced the first-ever globally relevant sustainable tourism criteria (United Nations 
Foundation, 2008). The Global Sustainable Tourism Criteria (GSTC Criteria) were then born 
under the Global Sustainable Tourism Council (GSTC) as part of the tourism industry’s response 
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to the global challenges of the United Nations’ Millennium Development Goals (Global 
Sustainable Tourism Council, 2012). 
DEVELOPMENT OF ECO-CERTIFICATIONS 
Following the World Ecotourism Summit in 2002, Sustainable Travel International (STI), 
a non-profit organization devoted to sustainable tourism solutions for destinations, businesses, 
and travelers, got to work on an environmental certification program. By August 2003, STI had 
begun the development of its Sustainable Tourism Eco-Certification Program (STEP) which had 
gone on to become the second publicly launched global sustainable tourism certification standard 
in the market by December 2006 (Sustainable Travel International, 2013). Previously, the 
Rainforest Alliance had released its own standard in support of the GSTC, earning it the first 
publically launched tourism verification standard (Rainforest Alliance, 2011). STEP certification 
required businesses to voluntarily submit to a purchased audit and then be given a rating starting 
from bronze, as the baseline, and working up to platinum, an industry leader. Member businesses 
had to commit to long-term planning and tracking of progress in sustainability which is upheld 
by a membership renewal fee to the program (Sustainable Travel International, 2013). 
GREEN TRAVEL CONSUMER SURVEY 
STI, a world-wide sustainable tourism giant, has had a huge impact on the progression of 
environmental sustainability for hotels within North America. Of particular importance, STI 
conducted a study in April 2008 on green travel within the United States titled, “Going Green: 
The Business Impact of Environmental Awareness on Travel” (Sustainable Travel International, 
2013). The study identified that consumers are becoming more environmentally aware in a way 
that has made going green become a mainstream personal value and lifestyle choice. The choice 
to go green has made its way into consumer travel decisions with as many as four out of ten U.S. 
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travelers considering their environmental impact when planning to travel. Furthermore, travel 
companies are acknowledging that green societal values will affect their businesses and are 
looking to best compete in the evolving marketplace. Fortunately, sustainability that includes 
environmental responsibility alongside financial objectives is more attainable now than ever as 
green thinking continually shapes the qualities consumers seek during their travel planning 
(Rheem, 2009).  
With this consumer shift facing the tourism industry, the STI study proved useful by 
uncovering the key needs of U.S travel consumers. For one, 56 percent of travel consumers felt 
skeptical about what companies are saying about their green practices. This identified a need for 
a common, consumer-recognized standard for consumers to evaluate travel products based on 
their environmental friendliness. With this in place, consumers would have a basis on which to 
adjust the price they are willing to pay. Next, cost premium was identified as a barrier to making 
green travel choices by 67 percent of consumers. Interestingly, it was also identified that no 
major travel company had implemented price increases based on green initiatives and that there 
was a significant market for these price premiums by just under one third of travelers. 
Furthermore, consumers are aware that consumption reduction reduces costs; however, they 
want to pay a price premium for environmental initiatives that incorporate other elements such as 
the use of alternative fuels, renewable energy, and/or organic products. Lastly, the study found 
that the travel industry is not yet satisfying consumers’ green needs with only 8 percent of green 
travelers believing it is easy to find green travel options. It was determined that facts about 
environmental practices need to be phrased in a context that consumers understand while 
focusing on how the company supports consumers in their green lifestyles rather than how the 
company or product itself is green. 
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Analysis of these consumer needs lead the study to conclude that if there were ever to be 
a universal consumer standard it must come from a travel rating brand that U.S. consumers 
already trust, and is likely in partnership with an environmental advocacy group and/or 
government agency (Rheem, 2009). This concluding statement identified an attractive position to 
fill for any travel rating brand that would have the ability to form such partnerships. Just as the 
findings identified a marketable business proposition, they also suggested useful improvements 
that would allow the tourism industry to move closer toward the universally-recognized eco 
standards sought for hotels and tour operators by the GSTC (Global Sustainable Tourism 
Council, 2013). 
GREENLEADERS TO FILL THE GAP 
In April 2013, TripAdvisor announced the launch of its new GreenLeaders eco-
certification program into its United States operations. To develop its program, TripAdvisor 
partnered with ENERGY STAR, the U.S Green Building Council, and UNEP for relevant 
environmental criteria (Hasek, 2013). UNEP, one of the founders of the GSTC Criteria, acted as 
a key consultant during the program’s development. This partnership is a step forward for 
UNWTO to further its goals for marketing and promotional benefits to ecotourism enterprise - an 
important theme presented at the World Ecotourism Summit (UNWTO, 2002). Without a doubt, 
TripAdvisor has the ability to stimulate an increased response from tourism enterprises to 
incorporate sustainable business practices with the help it has received from leading international 
tourism organizations.  
TripAdvisor responded to a need for travel enterprises to connect with travelers to 
promote their environmentally responsible business practices while governing tourism 
organizations were setting the standards. Research has suggested that managers see meeting 
SEM 11 
 
externally imposed environmental requirements as a cost, and one that is not transferable to 
consumers in the form of added value (Parry, 2012). The GreenLeaders program provides a 
voluntary program for hotels which does not impose environmental requirements but instead 
provides hotels with a way to offer value-added service to green-receptive consumers.  
Because of TripAdvisor’s highly successful user-generated content format, the 
GreenLeaders program has been able to encourage reviews of environmentally friendly business 
practices from consumers looking to share their green travel experiences. These shared 
experiences will be able to transform how the overall destination experience is evaluated. A 
recent study from Expedia Media Solutions found that 45 percent of travelers will post travel-
related content or reviews upon their return (Hotel Marketing, 2013). With hotels’ green 
practices being open to review, the GreenLeaders badge placed on a hotel’s TripAdvisor page 
will become an important indicator within consumers’ travel choice decision set, much like 
friendly service and convenience of location. Additionally, by making eco-friendly hotels 
comparable in price and features to other hotels, green consumers will be better able to make 
valuable comparisons. The success of TripAdvisor’s GreenLeaders program has encouraged 
tourism enterprise participation that has seen the program grow from 1,000 properties from its 
launch in April 2013 to more than doubling by the following December (Green Lodging News, 
2013). With GreenLeaders now available to Canadian hotels, the popularity of green travel can 
only continue to encourage consumers.  
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CREDIBILITY OF TRIPADVISOR 
Before the release of its GreenLeaders program, TripAdvisor, founded in February 2000, 
had already been established as an e-commerce giant and had become one of the most popular 
sources of travel information on the web. Recently, its 2013 fact sheet sourced from comScore 
Media Matrix and Google Analytics, claims it to be the world’s largest travel site with over 57 
million registered members, and over 125 million user-generated travel reviews and opinions 
covering nearly 1.5 million hotels and attractions world-wide (TripAdvisor, 2013). In addition to 
its popularity as a source of travel information, the website has been cited as having been 
instrumental in changing the way in which consumers research and plan travel going on to be 
named one of the Top 25 Travel Milestones by USA Today (O'Connor, 2010).  
As a reputable travel resource to consumers as well as marketing tool for destinations to 
connect to their consumers, the GreenLeaders program was a breakthrough initiative for 
TripAdvisor to be able to offer (PR Newswire, 2013). With the combination of increasingly web-
savvy consumers, popularity of user-generated content, and continued growth of online travel 
sales, TripAdvisor will without a doubt see continued success with its expansion into the 
ecotourism sector by way of its GreenLeaders program (O'Connor, 2010). 
BENEFITS OF ECO-INITIATIVES 
According to the School of Hotel Administration, the hotel industry is moving forward 
with environmental sustainability. Though some hotels are concerned that guests will see an eco-
rating as a compromise to the hotel’s ability to provide luxury, a Cornell Study of Sabre 
Holdings’ massive hotel database, which includes a classification label for Eco-Certified Hotels, 
showed that hotels do not suffer in sales or rate from their sustainability initiatives. That being 
said, the hotels with an eco-certification did not earn more revenue than hotels that were not eco-
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certified. This finding concludes that going green is compatible with existing quality standards of 
hotel service (Henion, 2013). 
The Cornell Study goes on to point out that individual properties have showed widely 
varied experiences with eco-certification depending on their individual situation (Henion, 2013). 
In the case of Boulder Inn, a Best Western Plus franchise located in Boulder, Colorado, the 
STEP Eco-Certification developed by STI was successfully implemented to help the hotel 
improve internal processes that boosted their standing in the accommodation sector as well as 
improved the quality of their product to guests (Sustainable Travel International, 2013). 
Similarly, a tourism conference report from 2012 cited one of its presenters crediting benefits 
such as enhanced image, improved value of the property, and employee productivity. Employee 
productivity also translated into benefits in retention, engagement and pride, as well as 
influential to customer loyalty. The presenter noted that despite constraints that owners and 
employees have reported in implementing sustainable business practices, a successful 
implementation has been proven to bring return on financial investment, decreased operating 
costs, and increased revenues (Thapa, 2012).  
RESEARCH METHODS 
JUSTIFICATION 
Literature reviewed for this project demonstrated that the GreenLeaders program 
developed by TripAdvisor fulfills a need in ecotourism for globally acceptable and comparable 
standards of eco-criteria used by hotel eco-certifications. This would allow consumers to make 
meaningful green travel decisions. By adapting operations to meet the standards used by the 
GreenLeaders program, St. Eugene would be able to utilize a relevant platform for engaging its 
guests that would also give recognition and value to its eco-practices.   
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OVERVIEW 
Data collected was based on the questions in TripAdvisor’s GreenLeaders Survey (see 
Appendix A for the complete document containing GreenLeaders Survey Questions). The 
research proposal released in February 2014 had planned for using the current program’s survey 
which was designed for hotels located in the United States only. Following the release of the 
program into Canada in March 2014, survey questions specific to Canadian hotels were also 
released and the research continued with the new Canadian version of the survey. Once all 
survey questions were answered, a hierarchical GreenLeaders score was given based on the 
weighted environmental importance of each practice that St. Eugene did or did not meet. The 
weights were assessed by TripAdvisor’s program partners according to their expert knowledge of 
the practice’s environmental impact (TripAdvisor, 2013). 
There are a minimum set of requirements that hotels applying for the GreenLeaders 
program must meet to be included in the program. Hotels meeting these minimum requirements 
receive GreenPartner status. As a higher percentage of requirements are met, the hotel can 
qualify for GreenLeaders level bronze, silver, gold, or platinum. For example, 30 to 39 percent 
scored on the survey will earn the hotel a bronze GreenLeader badge (TripAdvisor, 2012). Once 
the survey for St. Eugene was completed, the overall score along with the gaps in met 
requirements of the survey’s sections were used to deliver recommendations for St. Eugene to 
enhance its current efforts for qualification of the program as well as changes to make that would 
make the most impact for getting the next level of GreenLeaders. Since St. Eugene was found to 
be qualified for the program at a bronze level, this level was used as a benchmark for 
recommendations to be made to achieve the silver level.  
  
SEM 15 
 
DATA COLLECTION 
To collect the data required of the survey questions, key staff identified as experts on the 
various sections of the survey were contacted for participation. The staff participants included 
the Maintenance Manager, the Housekeeping Manager, and the Kitchen Manager. Each 
participant answered their allotted survey questions on their own without an interview and 
submitted their answers to the researcher. This method was more practical for their schedules 
and saved time for all involved. Participants answered the survey questions that were assigned to 
them using a color coding system developed by the researcher. For example, questions requiring 
the Kitchen Manager’s answers were highlighted in blue. This system allowed the researcher to 
ensure all survey questions were answered by the necessary participant.   
The researcher used the Survey Guide to assess answers against the program’s 
requirements (see Appendix B to see a copy of the GreenLeaders Survey Guide). This guide 
assisted the researcher to confirm if the requirement had been met or if further action would be 
necessary to meet the requirement. The requirement was considered Not Met if all points 
available were not earned. Unmet requirements were assessed by the researcher and filtered 
according to additional effort required and number of points available to determine which unmet 
requirements were to be recommended as St. Eugene’s next requirements to complete to earn the 
next available GreenLeaders status.   
During the course of research, answers to some of the survey questions were unknown to 
the participants. These questions required further investigation on the part of the researcher. For 
instance, the researcher used the internet to find out what chemicals were used in the cleaning 
products supplied to the hotel and also to find out which materials were used in the 
manufacturing of the mattresses. St. Eugene reviewed the completed survey before it was 
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submitted for analysis to confirm that the questions involved did not contain any information that 
the property considered confidential or incorrect. 
PARTICIPANT INVOLVEMENT 
Researcher access to most of the data required to answer the survey questions was 
dependent on the willingness of specific departmental staff to participate in answering the 
questions related to their expertise. These staff were given a document that outlined the purpose 
of the study, what their job was as a participant, the benefits expected, potential risks, and 
potential conflicts of interest. Feelings of defensiveness and possible threat felt by participants 
were identified as risks of this research due to the questioning around best practices within their 
departments. The consent of the participants was assumed by their participation following 
reading the Project Details & Involvement document emailed to them followed by their 
submission of answers to the survey questions relevant to their department (see Appendix C to 
review details given to the participants). During the process of research, participants were openly 
transparent about what was and was not done at St. Eugene. The possible feelings predicted for 
participants did not become apparent at any time over the period of research.      
ETHICAL ISSUES 
 During the data collection phase of this research project, St. Eugene was the employer of 
the researcher. The potential for insider research ethical implications were acknowledged within 
the Project Details & Involvement document given to the participants. In addition, the researcher 
required cooperation and timeliness from her superiors who were participants in carrying out 
tasks of data collection. Due to these potential issues, a signed document from College of the 
Rockies’ Board of Ethics approving the project as well as a certificate of completion of Tri-
Council’s course on research ethics were received to demonstrate the researcher’s knowledge of 
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and commitment to ethical and professional conduct. In the course of research, the questioning of 
best environmental practices brought up conversation regarding constraints within departments. 
Participants were made to feel comfortable about answering the survey questions by allowing 
them to withdraw participation at any time and by encouraging the benefits to the hotel to have 
the complete data.  
RESULTS 
St. Eugene’s results from the survey questions are given below in tables sectioned by 
question categories exactly in the order of the survey. The question categories are filter 
questions, required questions, then questions grouped as they relate to environmental practices in 
energy, water, waste, site, and education and innovation.   
Filter questions at the beginning of the survey customized the application to reflect the 
property features that St. Eugene has. This process ensured that the final score was a percentage 
of green practices that were relevant to St. Eugene’s property. It was found that St. Eugene had 
all relevant property features to be questioned in the survey.  
Table 1.1 Filter Questions 
 Filter Question Requirement 
St. Eugene’s 
Answer 
Points 
(Met/Not Met) 
F1 
Do you have an on-site kitchen, with appliances 
for the preparation and/or storage of food? 
 Yes  
F2 
Do you have an outdoor or indoor pool, or hot 
tub? (Excludes hot tubs/spas in rooms) 
 Yes  
F3 
Do you have landscaping, such as gardens, or a 
green (vegetated) roof? 
 Yes  
F4 How recently was your building constructed?  
100-199 years ago 
(Mission) 
 
 
St. Eugene met all required questions to qualify as GreenPartner.  
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Table 1.2 Required Questions 
R1A 
Do you track energy on a regular (at 
least quarterly) basis? 
Yes – energy source, 
amount, and time period 
Yes Met 
R1B 
Which energy tracking system do 
you use? 
ENERGY STAR  
Portfolio Manager 
Internal tracking system 
Other tracking system 
[write-in] 
Internal Tracking 
System 
Met 
R1C 
What is your ENERGY STAR 
Portfolio Manager Score? 
Not applicable – St. 
Eugene does not use this 
method of tracking 
n/a n/a 
R2 
Do you have a towel reuse plan in 
place, which includes housekeeper 
training and periodic checks? 
YES - provides option to 
guests, trains 
housekeepers, checks 
policy is followed 
Yes Met 
R3 
Do you have a linen reuse plan in 
place, which includes housekeeper 
training and periodic checks? 
Yes – same as tower 
reuse plan 
Yes Met 
R4A 
Do you have a recycling plan in 
place which recycles at least two 
types of waste, and includes staff 
training, and periodic checks? 
Yes – 2 types of waste, 
staff training and 
periodic checks 
Yes Met 
R4B 
Please specify which materials you 
consistently and regularly collect to 
be recycled. 
2 types of materials 
required 
Paper, Glass, 
Cardboard, Plastic 
Met 
 
R4C 
Where is your recycling sorted 
(separated from trash)? 
In Guest Rooms  
In Housekeeping Carts 
Back of House 
Off-Site by Hauler 
In Guest Rooms 
In Housekeeping 
Carts 
Back of House 
Met 
R5 
Do you have staff training on 
understanding and implementing 
green practices, at least once a year? 
This should include front of house 
and back of house (e.g. 
housekeeping, maintenance 
employees.) 
Yes – staff training is a 
requirement 
Yes Met 
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R6 
Do you provide information for 
guests on your property's green 
practices? 
Yes – guestroom 
reference materials and 
website URL 
Yes – website  Met 
R7 
Is at least 75% of your interior light 
bulbs energy efficient, excluding 
specialized bulbs for historic lighting 
fixtures such as antique chandeliers? 
Yes Yes Met 
 
For the next sections containing requirements for points, many of the practices were 
weighted against multiple units (i.e. ENERGY STAR appliances consist of TV, refrigerator, etc); 
therefore, multiple points were possible for a single question. For each section, the points earned 
compared to points possible are calculated for a percentage score. At the end of the survey, the 
total percentage will determine St. Eugene’s GreenLeaders level. 
St. Eugene met 30.5 percent of the points possible for its energy practices: 
Table 1.3 Energy Questions 
E1 Do at least 90% of your guest 
rooms have any of the 
following ENERGY STAR 
qualified appliances? (e.g. 90% 
of all guestroom TVs are 
qualified) 
TV 
Refrigerator 
Air Conditioning Unit 
TV Equipment 
Other 
 
Yes 
Yes 
No 
Yes 
No 
.5 points 
.5 points 
0 points 
.5 points 
 
 
 
1.5 / 3 points - Not  Met 
E2 Is at least 75% of each type of 
the following kitchen/dining 
appliances ENERGYSTAR 
qualified? (e.g. 75% of all 
dishwashers are qualified) 
Refrigerator 
Freezer 
Oven 
Griddle/ Fryer 
Other 
No 
No 
No 
No 
Yes-Food Steamer 
75% of appliances in 
each 
category must be 
ENERGY 
STAR to qualify as yes. 
 
 
 
 .5  / 3 points - Not Met 
E3 Are at least 75% of the laundry 
washers used to service this 
Yes Yes 2 / 2 - Met 
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property (on-site or off-site) 
ENERGYSTAR qualified? 
E4 Are at least 50% of your 
windows ENERGY STAR 
qualified? 
 Unable to do this 
because of 
regulations on 
historical windows 
Not applicable 
 
 
 
 
 
 
 
 
E5A Are any of your 
pools/Jacuzzis/spas heated? 
Yes Yes Qualified for the 
following question 
E5B Do all of the water heaters for 
your pools/hot tubs/spas have 
any of the following features? 
ENERGY STAR 
qualified 
Yes 1 / 1 – Met 
E6 Do you use insulating pool 
covers (including liquid pool 
covers) or hot tub covers on all 
your outdoor pools/ hot tubs? 
Yes Yes 1 / 1  – Met 
E7A Is your property's indoor 
cooling setpoint set at 22°C or 
higher? 
Yes No 0 / 1 point – Not Met 
E7B Is your property's indoor 
heating setpoint  set at 22°C or 
lower? 
Yes Yes 1 / 1 point – Met 
E8A Do your guestrooms have 
individually controllable 
thermostats, so guests can 
adjust the room temperature? 
Answering Yes 
qualifies St. Eugene 
for the next question 
Yes Qualified for the 
following question 
E8B [If yes to E8A] Is the minimum 
possible cooling temperature 
for the guest thermostats at 
22°C or higher? 
Requires 22*C or 
higher for duration of 
the season 
Guestrooms with 
new thermostats-
YES; Guestrooms 
with old 
thermostats-NO 
.25/.5 point - Not Met 
St. Eugene would need 
all new thermostats that 
are programmable to 
receive the point 
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E8C E8C. [If yes to E8A] Is the 
maximum possible heating 
temperature for the guest 
thermostats at 22°C or lower? 
Requires 22*C or 
lower 
Yes and No – 
currently in process 
of changing over 
.25/.5 point  - Not Met 
St. Eugene is in the 
process of changing over 
to programmable 
thermostats – will award 
.5point for both E8B and 
E8C 
E9 Do you have any of the 
following Heating/Ventilation 
Conditioning (HVAC) features 
which maximize efficiency? 
Energy 
Efficient/Energy Star: 
Boiler or Furnace 
Chiller 
Ventilating Drives 
Energy Recovering 
Ventilators (ERV) 
Yes 
Yes 
No 
No 
2 / 3 points – Not Met 
 
 
E10 Do you have a preventative 
maintenance plan which 
checks, at least quarterly, that 
building energy and water 
equipment (e.g. HVAC, 
lighting, plumbing fixtures, 
irrigation systems, etc.) are 
functioning properly? 
Yes Yes 1 / 1 – Met 
 
 
 
 
 
 
 
 
 
 
 
E11A Have you had an energy audit 
or building retro 
commissioning in the past 5 
years? 
Yes Yes Qualified for points in 
next question 
 
 
 
E11B What type of audit/retro 
commissioning was used? 
ASHRAE level 1, 2, or 
3 
Provincial program 
Utility program 
Qualified retro 
commissioning agent 
No 
No 
Yes: BC Hydro 
Smart 
No 
 
1 / 2 points – Not Met 
 
E11C Have you implemented at least 
two energy savings measures as 
a result of the audit/retro 
commissioning? 
Yes Yes Qualified for the 
following question 
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E11D Please describe both energy 
savings measures you have 
implemented as a result of the 
audit/ retro commissioning. 
Description of 2 
energy savings 
measures implemented 
1 Added exterior 
light timers 
2 Reset all MUA 
units to go off at 
night 
2 / 2 – Met 
E12 Do you use automatic lighting 
controls such as 
occupancy/daylighting sensors 
or timers, which cover at least 
50% of the surface area for 
each of the following 
locations? 
Front of House 
Back of House 
Building Exterior 
 
No 
No 
Yes 
.5 / 1.5 points – Not Met 
 
 
 
E13 Do at least 90% of your guest 
rooms have mechanisms (such 
as occupancy sensors or a key 
card master switch) which 
automatically do the following 
when the room is unoccupied? 
Turn Off Lights 
Turn Off Electronics 
Open/Close Blinds 
Return Heating or 
Cooling Temperature 
to Original Setpoints 
No 
No 
No 
No 
0 / 2 points – Not Met 
E14 Does your building have any of 
the following smart design 
strategies which reduce energy 
use for heating and cooling? 
South-Facing 
Windows 
South-Facing Tree 
Shading 
Window Films/Tinting 
Other Passive Cooling 
and/or Heating 
Strategies 
Yes 
Yes 
Yes 
Solar control in 
summer due to 
plant vines on 
exterior surface 
East & South-
facing windows 
attract sunlight in 
winter 
3 / 3 points – Met 
E15A Do you have any of the 
following on-site renewable 
electricity-generating 
technologies? 
Solar Photovaltic 
Panels Providing 
Onsite Generation of 
Electricity 
Wind Turbines 
No 
 
 
No 
Not qualified to earn 
points for categories in 
E15B 
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E15B What % of electricity do these 
technologies contribute to the 
total annual property use? 
Nil Nil 0 / 10 points – Not Met 
E16 Do you have any of the 
following on-site 
heating/cooling technologies? 
Solar Thermal Hot 
Water Equipment 
Waste Heat Recovery 
Unit 
Geothermal 
Heating/Cooling 
Combined Heat and 
Power (CHP) 
No 
No 
No 
No 
0 / 16 points – Not Met 
 
St. Eugene did not earn points in questions E15 and E16 where the most points were 
available. While St. Eugene made good use of passive building design elements for reducing 
energy consumption, the property did not have technologies available to assist in making further 
energy reductions. 
For its water practices, St. Eugene scored 36.7 percent: 
Table 1.4 Water Questions 
W1A Do you track water use on a 
regular (at least quarterly) basis? 
Yes Yes Qualified to earn points 
in next question 
W1B Which water tracking system do 
you use? 
Energy Star Portfolio 
Manager, Internal 
Tracking System, or 
Other 
Internal Tracking 
System 
1 / 1 – Met 
W2 Do at least 90% of your 
guestroom bathroom fixtures 
meet the following standards for 
flow (litres per minute- LPM) 
and flush (litres per flush- LPF) 
rates? 
Toilets (4.5LPM or less) 
Lavatory Faucets (6LPM 
or less) 
Showerheads (6 LPF or 
less) 
No 
No 
Yes 
 
 
 
2 / 6 – Not Met 
W3 Do at least 90% of your back of 
house and public restroom 
fixtures meet the following 
standards for flow (litres per 
Toilets (4.5LPM or less) 
Lavatory Faucets (6LPM 
or less) 
Urinals (2LPF or less) 
No 
No 
Yes 
 
 
 
1 / 2 – Not Met 
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minute- LPM) and flush (litres 
per flush- LPF) rates. 
W4A Do you irrigate any of your 
outdoor landscaped areas? 
Yes Yes Qualified to earn points 
in following question 
W4B If so, do you use smart irrigation 
controls, such as moisture 
sensors or weather-based 
controls? 
Yes Yes 1 / 1 Met 
W5 Do you use alternative water 
sources (reclaimed water, grey 
water, collected/stored rainwater, 
condensate) for any of the 
following applications: 
Toilet Flushing 
Fire Suppression 
Systems 
Landscape Irrigation 
No 
No 
Yes 
 
 
2 / 4 points – Not Met 
W6A Does your property have a 
cooling tower as part of the 
building cooling system? 
Yes Yes Qualified to earn points 
in the following 
questions 
W6B Have you taken actions to 
optimize the energy and water 
use of your cooling tower 
operations? 
Yes Yes 2 / 2 – Met 
W6C Please describe the actions you 
have taken. 
 The unit is 
drained & 
winterized each 
year. Shut down 
from Oct 15 to 
April 15. 
 
 
In the section for water-related questions, St. Eugene scored lowest in on question W2 
which contained requirements for water flow in guestroom bathroom fixtures. The requirement 
St. Eugene scored highest in was for actions taken to optimize the energy and water use of the 
property’s cooling tower.  
For purchasing requirements, St. Eugene scored 19.4 percent: 
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Table 1.5 Purchasing Questions 
P1A Do you purchase food and 
beverages with any of the 
following certifications? 
USDA Certified Organic 
Canada Organic 
Fair Trade Certified 
Food Alliance Certified 
Rainforest Alliance 
Certified 
Local Foods Plus (LPF) 
Ocean Wise 
Canadian Organic 
Aquaculture Standard 
Grown or Produced Onsite 
Yes 
Yes 
Yes 
Yes 
Yes 
Yes 
Yes 
Yes 
No 
Qualified for the 
following question 
P1B What % of your spending in 
the following categories is for 
certified goods? 
Fruits and Vegetables 
Meat, Fish, Dairy, & Eggs 
Beverages (including 
alcohol, coffee, tea) 
Grains & Bread 
Other 
0-49% 
0-49% 
0-49% 
0-75%+ 
0-49% 
0  
0 
0 
0 
1 
0 
(1 / 5.5 points – Not Met) 
P2A Do you purchase paper 
products with any of the 
following certifications or 
characteristics? 
Environmental Choice 
EcoLogo 
Green Seal 
FSC Certified 
At least 50% post-consumer 
recycled content 
Yes 
No 
Yes 
No 
Qualified for the 
following question 
P2B Does at least 90% of each 
category of paper products 
contain recycled material? 
Toilet/Tissue paper 
Office paper 
Other 
50-74% 
75%+ 
n/a 
0  
.5 
 
.5 / 1.5 points – Not Met 
P3 Do you purchase at least 90% 
(measured by cost) of your 
toiletries with at least one of 
the following characteristics? 
Organic ingredients 
100% Biodegradable 
Ingredients 
Locally produced (within 
150 kilometers) 
At least 50% recycled 
packaging 
Environmental Choice 
EcoLogo 
No 
No 
No 
Yes 
No 
1 / 1– Met 
 
 
P4A Do at least 50% of your 
products for facility cleaning, 
laundry, and/or dishwashing 
have any of the following 
certifications? 
Environmental Choice 
EcoLogo 
GREENGUARD 
Green Seal 
Other 
No 
Yes 
No 
Qualified for the 
following question 
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P4B Please estimate what % of your 
total cleaning products have 
these characteristics. 
50-74% (1 point) 
75%+ (2 points) 
50% 1 / 2 – Not Met 
P5 Do you use dry cleaning 
solvent substitutes instead of 
perchloroethylene (perc) for 
100% of your dry cleaning (on 
site or offsite)? 
 No Dry Cleaning 
Offered 
Requirement has been 
omitted from evaluation 
P6A Do you have furniture with any 
of the following 
characteristics? 
-Recycled Content 
-Urea-Formaldehyde Free 
-GREENGUARD 
-FSC 
-Salvaged Materials 
-PEFC 
-CSA 
-Locally produced (within 
750 kilometers) 
No 
No 
No 
No 
No 
No 
No 
No 
Not qualified for the 
following question 
P6B Please estimate what % of your 
total furniture has at least one 
of these characteristics. 
Nil Nil  
 
 
0 / 4 points – Not Met 
P7A Do you have flooring/ 
carpeting with any of the 
following characteristics? 
FloorScore Certified 
CRI Green Label or Green 
Label Plus Certified 
Urea-Formaldehyde Free 
Recycled Content 
Rapidly Renewable 
Materials 
GreenGuard 
Forestry Stewardship 
Council (FSC) certified  
Salvaged Materials 
Locally produced (within 
750 kilometers) 
 
None Not Qualified for the 
following question 
P7B Please estimate what % of your 
total flooring/ carpeting has at 
least one of these 
characteristics. 
Nil Nil Nil 
 
 
 
0 / 2 points – Not Met 
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P8 Do at least 90% of your 
guestrooms bathrooms have 
refillable dispensers for liquid 
toiletries (soap, shampoo, and 
conditioner)? 
Yes No 0 / 2 points – Not Met 
 
While St. Eugene has spent money on food and beverages with various certifications, it 
has not allocated enough money in the spending categories to earn it more than 1 point of 5.5 
points available for question P1’s requirement. St. Eugene scored best for toiletry and cleaning 
supply purchasing of certified labels in questions P3 and P4. 
For waste requirements, St. Eugene scored 67.6 percent:  
Table 1.6 Waste Questions 
Ws1A Do you track your total 
quantity of waste on an 
ongoing basis (at least 
quarterly)? 
Yes Yes Qualified for points in 
the following question 
Ws1B Which tracking system do you 
use? 
WasteWise Re-TRAC 
Internal Tracking System 
Yes 1 / 1 – Met 
Ws1C Do you specifically track the 
total quantity of food waste on 
an ongoing basis (at least 
quarterly)? 
unknown Yes Met 
Ws2 Have you conducted a waste 
audit? 
Yes No 0 / 1 – Not Met 
Ws3A Is at least 25% of your total 
waste (measured in volume or 
weight) diverted away from 
landfills or waste incinerators 
(ie. recycled, reused, or 
composted) 
Yes Yes Qualified for points in 
the following question 
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Ws3B Please estimate what % of total 
waste. 
25%-49% 
50%-74% 
75%-89% 
90%+ 
 
75%-89% 
3 / 4 points – Met 
Ws4 Do you recycle at least 90% of 
any of the following items? 
Used Mattresses 
Used Cooking Oil 
Furniture 
Flooring 
Other 
Yes 
Yes 
Yes 
No 
No 
1.5 / 2 points – Met 
Ws5 Do you have a system that 
collects and safely disposes of 
or recycles the following 
hazardous materials? 
Paints 
Coatings 
Printer Cartridges 
Electronics 
Batteries 
Fluorescent Light bulbs 
Yes 
Yes 
Yes 
Yes 
Yes 
Yes 
2 / 2 points - Met 
Ws6 For guests who are dining at 
your property, do you use at 
least 90% reusable food 
service items (i.e. crockery and 
cutlery)? 
Yes Yes  2 / 2 points – Met 
Ws7 For guest who are taking out 
food and beverages from your 
property, are at least 90% of 
the disposable food service 
items provided (e.g. cups, 
napkins) recyclable? 
Yes Yes  1 / 1 point – Met 
Ws8A Do you regularly (at least 
quarterly) donate leftover 
materials such as toiletries, 
food, furniture, or electronics 
to charitable organizations, or 
firms which re-use/re-process 
them? 
Yes Yes 1 /1 point – Met 
Ws8B Please tell us which 
organizations you work with. 
 unknown Not Met 
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Ws9A Do you compost organic 
waste, either on-site or through 
an external composting 
facility? 
Composting On-Site 
Composting Off-Site 
Bio-mass Digesters 
No 
No 
No 
Not qualified for the 
points in the following 
question 
Ws9B Which of the following 
materials do you compost? 
Food waste 
Landscaping waste 
Biodegradable Products 
n/a  
 
0 / 3 points – Not Met 
*Neither the survey nor the survey guide indicate the number of points awarded for answering question Ws1C making the 
question void from the total score. 
 
St. Eugene earned most of its points within the recycling and waste diversion 
requirements. However, in question Ws9, for compost or organic waste, St. Eugene did not earn 
any points. This formed a conversation about the lack of a local composting program. 
The answer to question Ws8B was not known at the time the survey was taken. If St. 
Eugene were to apply for GreenLeaders, not having this information available may affect its 
eligibility for the points from Ws8A. 
For requirements related to site, St. Eugene scored 45.5 percent: 
Table 1.7 Site Questions 
S1A Do you have an integrated pest 
management plan for non-toxic 
pest control with less reliance on 
chemical treatment? 
Yes Yes Qualified for the next 
question 
S1B If so, do you use any of the 
following approaches instead of 
using traditional chemicals? 
Organic Insecticides 
Continuous Pest 
Monitoring 
Traps 
Containerized Baits 
Gels and/or Barriers for 
Pests 
Yes 
Yes 
Yes 
Yes 
Yes 
.5 
.5 
 
 
 
 
1 / 1 point – Met 
S2A Do you minimize the use of 
herbicides, pesticides, and 
chemicals when maintaining 
your landscaping? 
Yes Yes Qualified to answer next 
question for a point 
S2B Please briefly describe your 
plan. 
Description of plan or 
copies of invoices 
Not Available 0 / 1 – Not Met 
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showing receipts for 
organic fertilizer/compost 
S3 Is at least 75% of the 
landscaping on your site 
landscaped with plants native to 
your region? 
Yes Yes 1 / 1 – Met 
S4A Does your property have a green 
roof (i.e. Covered with trees, 
grass, or plants)? 
Yes No Not qualified for points 
in the next question 
S4B What % of your total roof is 
covered with green roofing? 
Nil Nil 0 / 4 points – Not Met 
S5 Does your site use any of the 
following methods to reduce 
storm water runoff? 
Rainwater Collection 
Planted Rain 
gardens/Water Detaining 
Ponds 
Pervious Paving 
Yes 
Yes 
Yes 
1 point 
1 point 
 
 
2 / 2 points – Met 
 
St. Eugene earned the highest amount of points in a single question on S5 by using 
several methods to reduce its storm water runoff. The property missed an opportunity when it did 
not earn points on the highest weighted question in the site section, S4, because it did not use 
green roofing. 
 In the education and innovation section, St. Eugene scored 50.0 percent: 
Table 1.8 Education & Innovation Questions 
IE1A Do you ask for feedback 
from guests on your green 
practices? 
No Yes Qualified for the next 
question 
IE1B If so, how do you ask for 
feedback? 
Online or email survey 
In-Room Survey 
At Check-Out 
Nil 0 / 1 point – Not Met 
IE2A Do you educate your guests 
on environmental issues 
related to your geographic 
area (e.g. local habitats, 
conservation)? 
Yes Yes Qualified for points 
in the following 
question 
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IE2B If so, please explain your 
education program. 
Explanation Handouts about 
endangered bats, 
Ktunaxa Nation 
history, & bird species 
 
 
 
 
 
1 / 1 point – Met 
IE3A Have you received third 
party certification from one 
of the following certification 
entities for your property's 
building or operations? 
LEED 
Green Key Global 
Travelife 
Green Globe 
EarthCheck 
Green Tourism Canada 
Provincial Programs 
ISO 14001 
BOMA Best 
Other 
Green Key Global 
Provincial Programs 
Other 
 
 
 
 
 
 
 
 
 
3 / 3 points – Met 
IE3C What level of Green Key 
were you awarded? 
Green Key 1 to 5 Green Key 4 Qualified 
IE3FG What level of your 
provincial certification were 
you awarded? 
Explain BC Tourism 
Environmental Award 
(Aboriginal) 
Qualified  
IE3H Other: Please specify your 
certification label. 
Explain Canadian Golf 
Superintendent 
Environmental 
Achievement Award 
& 
Audobon 
International Green 
Lodging  
Qualified  
IE4A Do you measure and track 
the carbon emissions 
associated with operating 
this facility? 
Yes No 0 / 1 point – Not Met 
IE4B If so, do you or your central 
corporate organization, track 
or report these emissions 
with any of the following 
entities? 
Carbon Disclosure Project 
WWF Climate Savers 
Hotel Carbon 
Measurement Initiative 
The Climate Registry 
ENERGY STAR 
Portfolio Manager 
None 0 / 1 point – Not Met 
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IE4C What is your HCMI result 
(carbon footprint per 
occupied room in kg CO2e)? 
Voluntary question – no 
requirement to answer 
  
IE5 Do you use low VOC paints, 
primers, adhesives and 
sealants? 
Yes No 0 / 1 point – Not Met 
IE6 Do you offer guests access to 
level 2 or level 3 charging 
stations for electric vehicles, 
either on-site or within 2 km 
of the property? 
Yes No 0 / 1 point – Not Met 
IE7 Do you encourage the use of 
alternative transportation by 
providing any of the 
following services, or 
helping guests find them 
locally? 
Bicycle Rental 
Assistance for guests to 
use public transportation 
Shuttles to public 
transportation hubs 
 
Yes 
Yes 
Yes 
 
Unknown 
IE8A Do you participate in any 
initiatives related to local 
conservation or biodiversity 
protection? (eg. Restoration 
of woodlands, fundraising 
for environmental efforts, 
etc) 
Yes Yes Qualified for point in 
the next question 
IE8B Please describe how you 
participate in initiatives 
related to local conservation 
or biodiversity protection. 
Explain St. Eugene works with 
the BC Ministry of 
Environment to allow 
the endangered bat 
species housed in its 
old mission roost to 
be monitored 
 
 
 
 
 
 
 
 
1 / 1 point - Met 
 
SEM 33 
 
 St. Eugene scored a higher number of points in questions relating to education of 
environment (i.e. providing handouts about local environmental issues and participating in the 
conservation of local species). Points scored were lower on questions related to innovation as the 
property did not participate in carbon tracking or provide parking stalls to accommodate electric 
vehicles. 
 Overall, St. Eugene scored 37.5 percent on the entire survey earning a bronze level 
GreenLeaders badge if enrolled into the program (TripAdvisor, 2013).  
  Table 2 Survey Section Totals 
Section 
St. Eugene’s 
Points Earned 
Total Points 
Possible 
Percentage of 
Section Met 
Energy 16 52.5 30.5% 
Water 12.5 34 36.7% 
Purchasing 3.5 18 19.4% 
Waste 11.5 17 67.6% 
Site 5 11 45.5% 
Education & 
Innovation 
5 10 50% 
TOTAL 53.5 142.5 37.5% 
 
DISCUSSION 
Over-all, the results of St. Eugene’s GreenLeaders survey indicate that the property has 
not implemented the practices it has in place as a way to draw in eco-minded travellers but 
instead because often the environmentally-preferred option is the standard that St. Eugene finds 
effective to its operations. As the literature suggested, there has been a North American shift 
toward environmental friendliness to make processes such as recycling and energy reduction a 
part of everyday activities for many individuals and businesses. This shift is seen within the 
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activities at St. Eugene such as when the property changed over its thermostat controls to reduce 
energy costs. Similarly, ENERGY STAR appliances are a widely accepted choice for energy 
efficiency within North America and heavily supported by the Canadian government compared 
to uncertified appliances (Government of Canada, 2014). This tendency to act environmentally 
based on cost and efficiency is normal for the hotel industry, as literature also pointed out. 
However, St. Eugene’s values to preserve its heritage and protect Mother Earth should be 
reflected in its interactions with its guests so that eco-minded travellers will take notice. 
Enrolment into the GreenLeaders program would assist the hotel in its efforts to make 
environmental improvements within its operations along with the improvements for cost and 
efficiency the property has been making already.  
The Green Travel Consumer Survey presented in the literature review explains that eco-
minded travel consumers understand that practices such as energy reduction are environmentally 
preferred, still; they want to choose hotels that offer initiatives that are more innovative and 
progressive. St. Eugene earned the fewest points in survey questions related to innovative 
practices where a large number of points were available. The large portion of points available in 
this section of questions indicates that TripAdvisor, a consumer travel expert, recognizes the 
high importance of innovation to eco-minded travellers when they are choosing a hotel. 
Therefore, the positive environmental impact these innovations would provide as well as their 
worthiness from travel consumers should be a strong reason for St. Eugene to increase its 
investment in eco-innovation as it moves forward in becoming a GreenLeader.  
While St. Eugene would benefit to move in the direction of becoming a GreenLeader, 
there are many eco-certifications outside of GreenLeaders that the hotel could consider. The 
hotel has previously belonged to Green Key Global which expired when St. Eugene did not 
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renew its membership. This eco-certification was displayed on St. Eugene’s website allowing the 
hotel to communicate that green practices were occurring. Since the GreenLeaders survey was 
completed, St. Eugene had redesigned its website and removed the Green Key Global label 
resulting in no reference to showcase St. Eugene as a green hotel. While participating in 
GreenLeaders would provide a green label for St. Eugene’s website, what is unique about 
TripAdvisor’s program is it awards points for having other eco-certifications as well rather than 
being in competition with them. This would allow St. Eugene to implement more of the eco-
criteria established by the GSTC as all eco-certification programs will support these criteria and 
become options to St. Eugene for enrolment if it meets more GreenLeaders requirements. By 
taking part in the GreenLeaders program, St. Eugene will have the opportunity to receive credit 
for other eco-certifications that would have similar standards while further convincing eco-
minded travellers of the validity of its environmental practices. 
Though benefits and motives for St. Eugene to increase its share of the eco-minded 
travellers to its property have been discussed as reason to take on additional environmental 
requirements from the GreenLeaders survey, literature for hotel environmental programs has 
cited how hotels are most often interested in environmental measures for cost savings and legal 
certainties (Bonilla Priego, Najera, & Font, 2011). Because available literature is still vague and 
at times overly positive in its research pertaining to financial growth for hotels in the form of 
occupancy and rate increases, St. Eugene could be understandably skeptical between the benefits 
and ideals of environmental initiatives. Still, there are without doubt an impressive number of 
initiatives it does not employ that have the potential to improve its position on the entire 
sustainability frontier – its environment, its people, and its financial success. 
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RECOMMENDATIONS 
St. Eugene scored 37.5 percent on the GreenLeaders survey, bringing the property to the 
upper level of the Bronze level rating. The Bronze level requires 30 to 39 percent of the points be 
met while the Silver level requires 40 to 49 percent. Since St. Eugene needs just three more 
points earned on the survey to make it above the required amount of points to be in the next 
GreenLeaders level, it would make economic sense for St. Eugene to undertake initiatives that 
have either already been started or would require the least amount of additional effort in both 
cost and procedure. That said, the property must also consider efforts that will make the most 
impact upon its stakeholders with an innovative initiative that provides valuable environmental 
benefits. 
First and foremost, St. Eugene should tie up any loose ends made in half-implemented 
initiatives. Question E8 in the survey found that St. Eugene did not have controllable thermostats 
in all of its guestrooms causing the hotel to be inconsistent in its ability to conserve energy. By 
completing this initiative already started to include all the guestrooms on property, the hotel 
would earn an additional half-point on the survey. The benefits to this initiative are being able to 
conserve the ideal amount of energy according to GreenLeaders’ standards while keeping guests 
comfortable. Furthermore, the initiative has already been introduced at St. Eugene for its 
business purposes so there is minimal additional effort to complete the task. 
 St. Eugene should increase its spending on certified goods. Eco-minded travellers 
consider this to be a worthy benefit when selecting environmentally friendly hotels. Furthermore, 
St. Eugene scored just 19.4 percent in this category of the survey. By earning one more point 
within this category, St. Eugene will be able to bring its purchasing score up to 25 percent. The 
Survey Guide provides one additional point when purchasing 50 to 74 percent of its meat, fish, 
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dairy, and eggs from certified suppliers (TripAdvisor, n.d., p. 41). Buying organic meats provide 
the most environmental bang for dollars spent due to hormones and high concentrations of 
pesticides in non-organically farmed animals (Beattie, 2014). With one quarter spending on the 
purchase of certified goods, St. Eugene will be better positioned with a marketable, sustainable 
initiative. 
Finally, St. Eugene must select an initiative from the survey’s education and innovation 
section with a requirement for innovation. The results of the survey indicated that St. Eugene 
could provide environmental innovation either by providing electric vehicle stalls or by tracking 
its carbon footprint. Since electric vehicles are a newer innovation than carbon tracking, St. 
Eugene should get involved in a carbon tracking initiative. This would also provide the property 
with the opportunity for two points rather than one and give St. Eugene its final boost to the next 
GreenLeaders level, Silver. Within the Survey Guide, question IE4A awards one point for having 
a tracking system in place. Question IE4B awards another point for using a recognized 
organization for tracking and/or reporting carbon emissions. It would be easier for St. Eugene to 
adopt an already developed tracking system by an organization such as ENERGY STAR’s 
Portfolio Manager, which is listed in the Survey Guide. The tool was developed by Natural 
Resources Canada and the U.S. Environmental Protection Agency. Natural Resources Canada 
provides incentives and support for ENERGY STAR initiatives and the standards are also 
recognized by the GreenLeaders program. Beginning such an initiative would be a large effort 
for St. Eugene but would provide a useful tool in reducing emissions associated with the 
greenhouse gas effect and global climate change, which TripAdvisor’s Survey Guide indicates 
should be a key objective of the property (TripAdvisor, n.d., p. 65).  
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St. Eugene’s current scoring:    53.5 points 37.5% bronze level 
Add: 
 Completed thermostat changeover   0.5 
 Spending on certified goods    1.0 
 Carbon tracking using an approved organization 2.0 
        57.0 points 40.0% silver level 
CONCLUSION 
The theme through-out this research project has been centered on the value of including 
TripAdvisor’s GreenLeaders program in St. Eugene’s activities. By assessing the property under 
the requirements of the survey and survey guide, St. Eugene was able to see the ways it has 
naturally incorporated the program’s environmental standards into its current operations. The 
silver level GreenLeaders badge would be achieved with just a few additional initiatives to boost 
St. Eugene’s final score to the 40 point requirement and to put the property on a forward-moving 
track to meet its customer’s green expectations (TripAdvisor, 2012).  
While St. Eugene could enrol in GreenLeaders to receive the bronze level badge for its 
current operations, the literature examined argued that an eco-certification would be most 
valuable and successful where it was implemented by hotel personnel with leadership traits that 
portray enhanced commitment to environmental preservation. Respectively, St. Eugene would 
not be successful in its endeavor to engage its guests in the property’s environmental practices 
without its dedicated employees to administer the GreenLeaders program in order to utilize all of 
the program’s benefits. St. Eugene is now positioned with its survey data and best next steps to 
engage the program. Future research on the environmental dedication of its employees in various 
departments of the hotel would be worthwhile to assess the sustainability of the program as part 
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of its operations. Devising the GreenLeaders program requirements to guide St. Eugene’s 
operational activities will give the hotel a framework to control its environmental outcomes, 
enhance its stakeholder appeal, and drive economic benefits for a sustainable future. 
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APPENDIX C 
STUDENT PROJECT: ASSESSING ST. EUGENE FOR TRIPADVISOR’S GREENLEADERS ECO-
CERTIFICATION 
Details of Project & Involvement: 
Title of Project: Assessing St. Eugene for Eco-Certification using TripAdvisor’s 
GreenLeaders Program 
Principal Investigator: Joy Marcellus (250.919.9675)  
Faculty Supervisor: Greg McCallum (250.489.2751) gmccallum@cotr.bc.ca 
Site Sponsor: Cheryl Elliott (250.420.2018) celliott@steugene.ca 
Purpose of project: To assess where St. Eugene is currently and what steps would be 
required for certification of TripAdvisor’s GreenLeaders program. 
Justification for 
project: 
TripAdvisor is a trusted medium by St. Eugene. With the 
anticipated release of its GreenLeaders program into Canada, St. 
Eugene will be prepared with its next steps. 
Expectation from you 
as a participant: 
 To answer the questions in TripAdvisor’s GreenLeaders 
Survey relative to your department to the best of your 
knowledge. 
 To be able to answer any follow-up questions from the 
researcher about what would be necessary to get to the 
next level of a requirement if not met. 
 Suggest who would authorize the additional time, effort, 
money, etc to meet the requirement. 
 Time for answering the questions is not expected to take 
more than 1-2 hours in total. Any follow-up inquiries from 
the investigator would be within 1-2 weeks from date the 
completed survey was returned. 
Benefits of the project:  The investigator will receive experience in making 
certification assessments and administering a research 
project from start to finish. 
 St. Eugene will receive the final report to consider in 
future decision-making. 
 Participants will receive enhanced perspective of their 
departments in regard to environmental outputs. 
Potential costs & risks:  Potential risk for departmental heads to feel defensive 
about survey questions asked of their departments 
 Anticipated cost for participants to need to spend time 
away from other business duties to answer questions in the 
survey, including follow-up inquiries from the investigator 
Potential conflict of 
interest: 
 The investigator is an employee of the company and 
asking for involvement from superiors. 
 The design of the project and its assessment is objectively 
based on outside set requirements which will avoid any 
bias in the results. 
 
Details of Involvement: 
 By answering the survey’s questions and returning to the investigator, you have 
given your consent to participate. 
 You may choose to withdraw at any time without explanation. Please provide verbal 
notice.  
 Survey data obtained up to that point will continue to be used for the purposes of the 
project.  
